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MAIL-0-GRAM letterheads have PUNCH! 


@ If you want replies to your letters and you 
want them in a hurry... 


MAIL-O-GRAMS put Air Mail punch in your 
letters . . . get attention . . . compel ACTION. Use | 
them for sales, collections and rush correspondence. | 


@ Test MAIL-O-GRAMS on your next mailing. 
Bigger returns more than repay their low cost of 
$6.95 per thousand. 


WHITEHALL, Inc. } 
G | P. O. 1305, NEW HAVEN, CONN. & } a 

Gentlemen: | 
uf oO Send us........ thousand MAIL-O-GRAMS. 
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EDITOR’S NOTE: This offset reproduction doesn’t do ; 
justice to actual MAIL-O-GRAM letterheads which are ‘ 
beautifully ENGRAVED on light weight air mail paper. : 
MAIL-O-GRAMS must be seen to be appreciated. : 
H. H. : 

: 
t 
8 
z 
s 
: 
| 
e 
e 
' 
: 


r 





ae ee 


OT i 








see 


eobeverr* 


REPORTORIAL 


Very little that happened in Direct 
Mail Circles during November 
. makes any real difference now. 
But we must date this issue “Our Re- 
port for the Month of November” in 
order to abide by postal regulations. 
Bombs dropping over Honolulu made 
us scrap nearly everything previously 
written for this issue. Nothing else 
matters except . . . what’s ahead. 


Since December 8th, many tele- 
grams, ‘phone calls, letters and per- 
sonal visits have emphasized one 
question: “What will happen to Di- 
rect Mail during wartime?” Question- 
ers wanted to know what happened 
to advertising during the last war. 
One perplexed advertising manager 
reported that his “Board of Direc- 
tors” had ordered an immediate can- 
cellation and stoppage of all adver- 
tising in order to save paper. Even 
the Salesmen’s Bulletin was slated for 
the axe. He was worrying about what 
would happen to their 3,000 agents 
—left hanging out on a dangling 
limb. Our only recommendation: “A 
new Board of Directors.” 


During the days immediately fol- 
lowing the outbreak of the war, this 
reporter has contacted many experts 
among the users, producers or sup- 
pliers of Direct Mail Advertising. At 
first we thought we might write an 
elaborate report . . . devoting the en- 
tire issue to it just as we did with 
the analysis of the Baby Chick In- 
dustry last July. But as opinions crys- 
talized, it seemed easier and more 
helpful to combine the advice and 
opinions in one easily understood 
page of formulas. 


You will find our recommended 
“Strategy for Wartime” on the center 
spread of this issue. Read our V... 
— formulas carefully. Perhaps we 
should give you a detailed expla- 
nation of each point. But if you know 
Direct Mail well, you can read be- 
tween the lines and build your own 
story for your business. If you do not 
know Direct Mail well, it is possibly 
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too late to make that chart under- 
standable for you. (Tip for speakers: 
Use “Strategy for Wartime” outline 
as basic material for talks on Direct 
Mail. Any one of the points can be 
extended indefinitely ) . 


Just remember . . . all of you... 
that Direct Mail received its first big 
start during World War No. I. It 
grew rapidly because this infant me- 
dium proved itself as an effective 
emergency vehicle for transmitting 
selling messages . . . promptly... 
without delay. Direct Mail doubled 
in volume during World War No. I. 
It doubled again within a few years 
following the war and it has grown 
consistently ever since. It has grown 
not only in stature but in technique. 
It will continue to grow during this 
war and thereafter. It will continue 
to be effective for those who know 
how to use it. 


During the months to come, The 
Reporter will devote its efforts and 
its pages to the best ideas and meth- 
ods for Direct Mail effectiveness in 
wartime. Judging by the contacts of 
the past weeks, there will be no 


dearth of ideas. But . . . send us your 
ideas. We will make The Reporter 


a clearing house of sensible ideas. 


& 

For close to two years, the readers 
of this magazine have received a more 
or less complete course in the art of 
propaganda. We hope that all of you 
will remember the many ramifica- 
tions of the campaign to upset the 
thinking of the United States. That 
campaign in its visible form is now 
smashed. The foreign agents have 
been driven out or under cover. The 
“patriotic” disruptors have wrapped 
the flag around their shriveled souls. 
The crackpots are keeping quiet. 


Every American, and particularly 
advertising people, should remember 
the nightmare of this propaganda 
campaign. Don’t ever forget it! Let’s 
keep constantly on the watch to see 
that it doesn’t break out again or 
that it doesn’t crop up in some hard- 
to-discover form. Remember too, that 
the propaganda campaign has left 
its sores, its doubts and some of its 
insidious intolerance. Be on the alert! 

(Continued on page 5) 

















All America recognizes advertising, sales and mass production as indis- 
pensable to this nation’s enviable standard of living. So every business, 
as it throws itself wholeheartedly into the task of defending our coast 
lines, rightfully strives through advertising to preserve its identity and 
insure its future usefulness. And wherever business does advertise, it 


chooses paper from Champion’s complete line of coated and uncoated 





book, offset, cardboard, cover, envelope, postcard, mimeograph and bond. 





MILLS AT HAMILTON, OHIO . . . CANTON, N. C. . .. HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing ... Over 1,500,600 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI - ATLANTA 
































Continuing REPORTORIAL 


Advertising people now have a 
chance to demonstrate their ability 
and versatility. Certainly, business 
will not go along as usual. Some bus- 
inesses will be better. Some will be 
worse. We will need good advertising 

. sane advertising . . . to keep all 
business going on. We must counter- 
act false rumors, false fears and poor 
business strategy. 


For best example of courageous ad- 
vertising to counteract false rumors, 
we tip our hat to the current issue 
of S. D. Warren Company’s (Boston, 
Massachusetts) Salesman’s Bulletin. 
It was produced for paper-salesmen 
consumption, but perhaps you people 
in other lines of business could get 
a paper merchant to show it to you. 
Soberly and sincerely written, it 
shows the inaccuracies and half-truths 
behind all the hysterical talk of a 
paper shortage. By giving statistical 
facts on “statistical rumors” it proves 
the wild tales ridiculous. 


There’s a good point for all adver- 
tising. Meet rumors and hysteria by 
cold facts. Tell your story calmly. 
Prove your case definitely. 


Before turning to other subjects 

. . a word of sincere thanks to Roy 
Dickinson for his friendly story on 
The Reporter's fight against mail 
propaganda in the December 12th is- 
sue of Printers Ink. And good luck 
to Printers Ink and its new combined 
format which starts the first of the 
year. 


From now on we may not have 
much to say publicly about the “War 
in the Mails” case. But we will be 
working quietly in the background 
... watching for any outbreak. Latest 
information is that the Department 
of Justice will proceed with its pros- 
ecutions all along the mail-fraud line. 


Ham Fish finally appeared before 
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Federal Grand Jury. The Court has 
set January 7th for trial of George 
Hill, Fish’s Secretary, who master- 
minded the enormous disruptionist 
campaign under the free frank. In 
spite of the war, Congress should re- 
vise the franking regulations so that 
this nightmare of fraud cannot hap- 
pen again. No matter what happens, 
the legitimate users of the Post Office 
service will not soon forget the names 
of the men who were involved in the 
campaign to upset the thinking of 
the American people. False prophets! 


And now at the close of the year, 
I want to thank all the hundreds of 
men and women who have helped 
this reporter in the long fight to clean 
up the mails. Your services were val- 
uable. Do you all realize now .. . 
that this country was the first on Hit- 
ler’s schedule to fight back openly 
and vigorously against mail pfopa- 
ganda before war actually occurred? 


The fight was worth-while. 


I won't wish you all a “Happy 
New Year.” Let’s call it instead 
“Scrappy New Year.” We can be 
happy scrapping for days of peace in 
the future. 

H. H. 
a 


““Waste Is Sabotage” 


. so says a brilliant red 414” 
x 384” sticker issued by The Indium 
Corporation of America, 60 East 
42nd Street, New York City. To be 
displayed in factories, plants, lab- 
oratories—wherever the watchword 
will be effective reminder to guard 
against carelessness and to prevent 
waste of vital materials. 


Direct Mail users could put this 
slogan and its catch line “Conserve 
to serve National Defense” to good 
use. Ask Indium for samples . . . 
then start cutting waste in your Di- 
rect Mail. Revise your lists, use sim- 
ple and appropriate forms, eliminate 
bunk from your copy. But don’t stop 
using Direct Mail. Use it wisely. 


Watch Your Timing 


It has always been a good rule of 
Direct Mail that pieces should be 
timed so that their contents are ap- 
propriate at the time of receipt. That 
will be more difficult in War Time 
than ever before. Put this down as a 
rule for your Direct Mail in the com- 
ing months:—Don’t plan any in- 
volved mailing piece which during 
the intricate and delayed process of 
production may be out of date by the 
time it is ready for mailing. 


Many mailers got caught on the 
Japanese attack. Monday, December 
8th, was generally accepted as the 
last good mailing date of 1941 for 
mail order promotion. It is rumored 
that one big mailer had to scrap more 
than one million letters which were 
dated December 8th and ready for 
mailing. Of course, The Reporter is 
smart and. never gets caught. Oh, 
yeh? Our circulation department had 
ready five special letters to as many 
different types of lists, all nicely pro- 
cessed, beautifully filled in and dated 
December 8th. All stamped and ready 
to go into the mail on that fateful 
Monday morning. What did we do? 
Instead of scrapping, we let the mail 
go through. This note is dictated only 
a few days after the mailing. Even 
though the copy was rather out of date, 
returns are starting to come in. The 
first one made our hearts glad. It 
came from K. M. Wehinger, Wehinger 
Service, Inc., 180 Broadway, N .Y. C., 
who wrote across our letter “You 
don’t mean that it is necessary to 
write inducement letters to get people 
to renew their subscription to The Re- 
porter, do you? Check enclosed for 
2 years.” But,—watch your timing. 


We reported above case to our Di- 
rect Mail Class which graduated on 
night of Dec. 8th with this comment 
“Maybe the recipients of those letters 
from The Reporter dated Dec. 8th 
will be so surprised they will respond 
out of sympathy for a guy who made 
such a bad mistake in timing. 








A HELL OF A FINE SALE 


Here is a most interesting report. 
H. H. Levitt of J. Levitt and Sons 
Limited, Balfour Building, St. Law- 
rence Boulevard, Montreal, Canada, 
submits this story about his efforts to 
make dealers in ““Town Hall Clothes” 
Direct Mail conscious. It concerns a 
merchant whose store, method of mer- 
chandising, etc., were ideal for Direct 
Mail promotion. Mr. Levitt says: 


After 2 years I finally convinced him. . . 
and the enclosed letter is his own job, in- 
corporating some ideas I sent along. I 
didn’t expect him to make this one splash, 
so to speak, but to plan a consistent job. 
In our business August is a month of sales, 
flyers, etc., but usually that job is done 
at the end of July and continues for the 
month of August. The letter was sent on 
the 13th. The Fall season’s opening is only 
about 2 weeks off, Summer months are a 
thing of the past and my slant to him was 
to start the Fall season with a program and 
continue month to month. 


However he did the job immediately and 
the results are interesting. Letter mailed 
Wednesday the 13th to 63 old customers— 
Friday the 15th and Saturday the 16th 
(rained all day Saturday) no less than 37 
customers came in and $632.00 cash sales 
were made. The point to bear in mind is 
the fact that the middle of August is usu- 
ally the worst time of the year for mens 
lines. The total cost was about $10.00. 


I don’t think I shall have trouble at all 
now to get this store to do a continuous 
Direct Mail job from now on. 


And now, readers of The Reporter, 
we give you the amateur letter writ- 
ten by a new retail disciple of Direct 
Mail who had his masterpiece mimeo- 
graphed on the Monarch size letter- 
head of Henry Singer, Bond Haher- 
dashers of Edmonton, Canada. The 
letters were signed in ink and there 
was a hand fill-in in the PS. 


Confidentially . . . 


We are having a sale, starting Friday of 
this week .. . and if I didn’t think it was 
worth your while to see some of the spe- 
cials, | wouldn't have bothered writing 
you! 
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But when you see Town Hall suits that 
ordinarily sell around the 40 buck mark, 
for $29.95 . . . tweeds that should, and 
will again, sell for $30.00 for $22.50... 
and topcoats that we’re sluffing off at 18 
bucks . . . well, you can’t blame me for 
getting all het up! But Brother, that ain’t 
all! Shirts like the Tooke Executive, that 
sells for $3.95 on sale for $2.25, sport shirts 
going at a buck .. . and the little Gren- 
fell hats at two instead of three dollars 

. ete., ete., etc., etc.! 


So if you get a chance to drop around 
today . . . have a look for yourself... 
you know us well enough to know that 
we're not high pressure. If you would care 
to select an article now, we'll put it away 
for you! 


And if you think that prices aren’t going 
up ... then somebody’s fooling you, but 
I’m not fooling when I say they’re really 
going down around here .. . this week 
and next. Of course you guessed it... 
all purchases cash, but that shouldn’t be 
tough at these prices. 


Drop in and look around . . . you'll 
agree that it’s a HELL of a FINE SALE! 
P. S. What I had in mind for you! 


*eneeoeeeeeeertkeeee*eerfe*ee#eeeneeee#eeeteeeeeeeeeeeees 


Reporter's Note: We'll agree that 

. it was a hell of a fine letter for 
an amateur. And get this, boys and 
girls! Here is a Direct Mail promo- 
tion for only 63 old customers. Noth- 
ing elaborate. Nothing sensational. 
Only 63 mimeographed letters. That’s 
the trouble with a lot of you high- 
faluting advertising experts. You 
think that a Direct Mail promotion 
has to be elaborate; that it has to be 
carefully and tediously planned. Why 
don’t some of you advertising experts 
get it through your heads that Direct 
Mail can be one single solitary letter. 
It can be a dozen letters. It can be 
sixty-three letters. It can be a mimeo- 
graphed letter or a hand-written let- 
ter or a post card. It doesn’t have to 
break the bank account. It can be a 
small promotion. Direct Mail is the 
closest approach to the personal call. 
Think of it that way all during the 
war days ahead. Make Direct Mail 


work by making it very: human. 


IF VICTORY COMES IN 1942 
How Will Your Business Stand? 


.. . that’s the heading in a display 
box section of an advertisement of 
The Ronalds Company Limited, Can- 
ada Cement Building, Montreal, Can- 
ada . . . which appeared in the spe- 
cial DMAA Convention issue of 
“Marketing.” It was distributed at 
the Montreal gathering. The message: 


Are you prepared for the sudden change 
—when there will be no more contracts of 
the kind your plant is working on now? 
The Government can give a company back 
its plant capacity but cannot give back 
a lost customer demand. If your dealers 
and public have been allowed to forget 
your name and products, what have you 
left? Will you be off to a flying start, or 
will you have a deadly inertia to over- 
come ? 


Forestall Adverse Conditions 

Manufacturers are facing changes in 
price, changes in merchandise _necessi- 
tated by war requirements; delayed deliv- 
eries, sudden development of new local 
markets in war work localities. This makes 
an intimate tie-up essential between the 
Sales Promotion and all other functions 
of a manufacturing business. Sales Promo- 
tion is not a thing apart. It is closely re- 
lated to your merchandise and your sales 
problem. It is so flexible and versatile that 
it can be readily adapted to meet sudden 
and unexpected changes in markets, meth- 
ods and prices. 


Where formerly it was necessary to use 
advertising as the means of making cus- 
tomers, the restriction of normal manu- 
facture creates the need to keep customers 
even if you can’t sell them—to satisfy 
the potential consumer as well as non- 
consumer that the company is doing its 
job in defence and is doing it well and 
patriotically—to provide the civilian popu- 
lation with something to dream about, 
even if they can’t buy it. 


© 
Speaking of Goodwill 


That’s a fine brochure just issued 
by The Jaqua Company, 101-111 
Garden St., S. E., Grand Rapids, 
Michigan. 834 x 11, 34 pages and 
cover. Plastic bound. Title “Defend 
... Your Goodwill.” It’s a well told 
factual story of the part played by 
house magazines in building and hold- 
ing goodwill. 
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Interesting Report 


... from the always interesting Jim 
Ford, Box 88, Washington, New Jer- 


9 
sev. Here ‘tis:— 


Not long ago I sent out a mailing with 
the above address—stressing to you how- 
ever the “Box 88”. The results on a 1,000 
test were exactly 50% cash-with-order and 
50% C. O. D. Then I followed with a mail- 
ing of 16,000 identical mailing pieces like 
the original, excepting where it had “Box 
88”, I inserted . . . Pleasant Valley. So, 
the new address read: Jim Ford, Pleasant 
Valley, Washington, N. J. “Believe it or 
not,” but the results have been twice as 
many cash orders as against C. O. D.’s. 


Got my idea of course from Readers 
Digest . . . Pleasantville. There is actually 
a Pleasant Valley located one mile below 
my town, on the Easton turnpike. Local 
postmaster gave me permission to insert 
this “address,” with the above results. 

I told this story to the Direct Mail Club 
last meeting and “Chet” Sloane said: “Next 
time you mail, why not make it “VERY 
Pleasant Valley”? 


Reporter’s Note: Elmer Wheeler 
is right. Words make a lot of differ- 
ence. Pleasant Valley sounds better 
than Box 88. Watch every word in 
your copy. Make them pleasant words. 

Incidentally . . . here’s a good sug- 
gestion for you Direct Mail people dur- 
ing wartime. Why don’t you organize 
informal local Direct Mail groups to 
meet and talk about swiftly shifting 
selling strategy, swap personal experi- 
ences. Keep up to date. No matter 
how many you have in the group you 
should benefit. 

H. H. 


Another Neat Trick 


A recent mailing of the Saturday 
Evening Post is a booklet die-cut and 
printed to resemble a fire alarm box. 
Instructions read “In Case of Curi- 
osity Pull Lever.” The lever is the 
head of an ordinary brass stapling 
pin... which pin runs through the 
eight page booklet and seals the 
pages together. Pull the pin and the 
book is readable. Copy has a good 
tie-up with the fire alarm attention 
getter .. . because it tells the story of 
fire insurance Ads in The Post. 
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PAPER THAT IS HIGHLY OPAQUE 


BUT LIGHT IN WEIGHT 
AND LOW IN BULK 


NOW YOU CAN turn out printed pieces that click in spite 
of a limited budget. Print them on Hammermill Opaque. 
This paper cuts postage costs because it is low in bulk, 
light in weight. But it has the opacity of much heavier 
stock, so you can print both sides of the sheet without 
objectionable “show through”’. 


SEND FOR THE NEW collection of commercial jobs on 
Hammermill Opaque ... 4-page letterheads, envelope 
enclosures, a parts book and a catalog. They’re pieces that 
travel light, but they pull a lot of weight. Use them as 
idea generators in planning printed material where light 
weight and low bulk is important. 


SEE FOR YOURSELF the fine reproduction advertisers get on 
Hammermill Opaque, both by letterpress and offset: clean, 
readable type ... sparkling color work .. . rich, life- 
like halftones. For this free ‘Opaque Collection” mail the 
coupon today. 


Hammermill Paper Co., 
Erie, Pa. 


Hammermill Opaque. 


_ Please send me free the new collec- 
tion of Commercial Specimens on 





OPAQUE ~~ 


Position 





letterhead. 


RDMA N&4t 
Please attach coupon to your company 








WHAT TO DO ABOUT PAPER 


First of a series of monthly clinics on the general topic of WHAT TO DO 
ABOUT materials, processes and services needed in Direct Mail 


From now on The Reporter will 
give you... regularly ... informa- 
tion and ideas conéerning paper. 
The necessity for conservation .. . 
may force a lot of us to become a 
whole lot better advertisers. Tiresome 
and flamboyant 24-page booklets may 
become more powerful selling tools 
when condensed to a 4-page illustrated 
letter or a single sheet ABC descrip- 
tion. Within a month or so, we will 
round up a cross-section of suggestions. 
In the meantime, we asked an expert 
to start the ball rolling. Following this 
explanatory note you will read a 
breezy letter from Charles VY. Morris, 
Sales Manager of the J. E. Linde Pa- 
per Company, 111 Eighth Avenue, 
New York City. In addition to his reg- 
ular work, Charlie Morris finds time 
to edit one of the world’s best house 
magazines “Linde Lines” and he also 
runs the equally famous Linde Clinics. 
Even though his letter plugs a few 
specified lines ... his ideas are worth 
considering. The so-called “expensive” 
papers are still available. By careful 
planning, by culling mailing lists, by 
revising sizes or reducing pages . . . it 
is often possible to achieve even bet- 
ter results at a less paper cost. So study 
this letter from Charlie Morris. Print- 
ers, paper men and buyers of paper 
are urged to write to The Reporter 
on this important subject. 


Important Note: In case any of the 
Paper Manufacturers feel that we've 
given too much space to mentioning 
specific lines .. . here's an offer. 
We will devote as much space as nec- 
essary for reporting paper ideas which 
will save Direct Mail Users Time and 
Money, or which will increase Direct 
Mail effectiveness. The purpose of this 
letter from Charlies Morris . . . is to 
induce Direct Mail people to start 
thinking on how to get around ob- 
stacles. We all need that kind of 
thinking to win a war—or to win sales. 


Note to Readers: Send us your complaints, 
questions, problems and suggestions. Or we 
will welcome advice letters like this one 
from Charlie Morris. 
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promotions during wartime. 


Dear Henry: 


What should your readers know 
about the much talked of paper 
shortage, delayed deliveries, priori- 
ties, hutsutera? That’s what you're 
asking yourself . . . and me. 


Whatever comment and suggestions 
I might make, tomorrow’s mail from 
mill friends could—and very often 
does—upset the best laid plans of 
the .reputedly best informed. So if 
I’m a bit on the hesitant side in tak- 
ing my perch ‘way out on the end of 
the limb, fo’give me. 


Here’s what I do know . . . some 
advertising men of my acquaintance 
aren't harassed with the problems 
that most folks are experiencing. 


To cite a few cases, let’s just re- 
view a circumstance or two 


EXHIBIT A—You know the fellow. He 
doesn’t want his name mentioned, but he’s 
a network production man. He insists on 
Strathmore Papers for all his printing— 
and it’s no small amount. His artists must 
prepare all their dummies on Strathmore 
Papers, any or all. There’s no price ques- 
tion if the paper fits the job at hand. And 
why has he chosen Strathmore Papers? 
Because Strathmore Papers (they’re in 
the higher brackets—30 cents a pound to 
15 cents a pound in case quantities) are 
available from stock in most instances 
and delivery dates of special orders have 
been almost normal. This fellow’s adver- 
tising is of the news-interest variety. His 
announcements MUST be timely, otherwise 
their readership value is nil. 


Like this—Strathmore FAIRFIELD was 
used in place of a regular white wove off- 
set paper. A beautiful job resulted. Strath- 
more PENNELL (that’s a specialty pa- 
per from the greeting card line) with its 
lovely basketweave pattern, took the place 
of a fancy finish offset paper . . . Strath- 
more COVER, Strathmore BEAU BRIL- 
LIANT, Strathmore SAXONET .. . they're 
all doing the work of-less costly papers. 
And here’s the pay-off, Henry . . . the high- 


er-ups have congratulated the advertising 
department for the new and richer appear- 
ance of the finished work. 


This production man, whose work is 
comparable to that of the department store 
and publisher ad man, is governed by dead- 
lines. Strathmore Papers, because of their 
availability help his printers and _litho- 
graphers render the service he requires. 


EXHIBIT B—The case of the printer 
who discovered TRUFECT. (That’s the 
new Kimberly-Clark Corporation’s process 
coated paper). He discovered the value 
of this low cost paper for fine pictorial 
reproduction along with the fact that 
he could obtain from stock in Man- 
hattan sufficient paper in standard sizes 
(25 x 38, 32 x 44, 35 x 45, 28 x 50 in 
all the popular substance weights — 50, 
60, 70, and 80) to meet most of his re- 
quirements. (House organs, small cata- 
logs, etc.) Nor is this printer alone in 
his discovery, Henry. He’s just one of 
many. And, lest I forget, many ad men 
who previously specified higher priced 
enamel coated papers are finding TRU- 
FECT the solution to timing problems. 


EXHIBIT C—Miniatures come into their 
own. That’s the way one successful insur- 
ance ad man friend has tackled the paper- 
shortage problem. (I dislike getting in 
another obvious plug for Strathmore Pa- 
pers, but what’s a truthful reporter to do 
but report the facts?) Booklets, brochures, 
bulletins, all 84% x 11 in page size, have 
been reduced to envelope enclosure size, 
3% x 6% and 4% x 5%. His creations 
are not less impressive, he avers, because 
extra care goes into the art and prepara- 
tion of the pieces, many include die cut- 
ting, too, and he particularly likes to 
use Strathmore TEXT for his colors and 
Strathmore FAIRFIELD for his white. 


EXHIBIT D—(Another instance of a re- 
porter telling the truth, the whole truth 
and nothing but the truth.) It’s Strath- 
more in the picture again, but it’s a good 
story and well worth the telling for the 
guidance of another ad man. You know 
and I know the production man’s job in 
the best of times amid the easiest of con- 
ditions is no bed of roses. Well, the hero 
of this piece is a production man who’s 
right up to here in work all the time, but 
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he knows his way ‘round just the same-e. 
He has found from the past few months 
experience that stepping up the quality 
of all the elements of his direct advertis- 
ing is his “best bet.” His artists know 
that, and work accordingly. Which brings 
me, reluctantly, to the insertion of another 
selling bit for Strathmore and the Old 
Colony Envelope Company. Papers like 
Strathmore PASTELLE and the new 
Strathmore —TROUBADOUR with envel- 
opes to match have taken the place of reg- 
ular white wove offset paper broadsides 
and announcements. Envelopes range from 
size 6% x 95g to 9% x 12%. That’s plenty 
of paper and envelopes from the tonnage 
angle, Henry, because this company (a 
large distiller) has long-run mailings. But 
those finer papers and exceptional deliv- 
eries of them (to date) have eased the 
ad man’s problem .. . The story’s the 
same as the broadcasting man’s, the gen- 
eral appearance of the advertising gets a 
lift that is worth the extra expenditure. 
This is truthful comment from the adver- 
tiser. 

EXHIBIT E—A printer switches to 
standard size book papers ONLY. This 
printer, like most large plants, ordered his 
coated and plain book paper to special size. 


Every pound saved over a standard size on 
each individual job is often the difference 
between saving and losing an order. But 
now, special making orders are promised 
for delivery anywhere from six weeks and 
three and four months. Price prevailing at 
time of shipment. But, knowing that most 
paper merchants’ stocks of the fastest sell- 
ing standard sizes are qualified to serve all 
but the largest paper orders, this printer 
has figured all jobs on standard book pa- 
per sizes (25 x 38, 32 x 44, 35 x 45, 38 x 
50, hutsutera, in all the standard weights 
—50, 60, 70, 80, 100, and 120 pound). Our 
own stocks of coated papers, English fin- 
ish, offset and antique, have to date been 
capable of meeting existing needs of this 
printer who seldom, if ever, ordered a 
standard size paper. 


I could go to greater length and 
cite more cases, but I think these few 
should be of some interest to readers 


of The Reporter. 


Cordially, 


C. V. Morris, Sales Manager, J. 
E. Linde Paper Company, 111 
Eighth Avenue, New York, N. Y. 


Advertising on Envelopes 


We've used that heading a lot of 
times in The Reporter . . . and now 
our good friend, J. B. Howard of Cur- 
tis 1000 Inc., Capitol Avenue and 
Broad Street, Hartford, Connecticut, 
envelope manufacturers, tells us 
that we've never mentioned the 
Curtis Artographic envelopes which 
are now being used extensively all 
over the United States. The Ar- 
tographic process allows the adver- 
tiser to cover the entire back of the 
envelope with pictures or plates in an 
over-all design, bleeding on all four 
edges and covering all seams and 
flaps in one design. They are being 
used successfully by insurance com- 
panies, for trade association conven- 
tions, for associations of all kinds, 
for convention bureaus, coal com- 
panies and many types of industries. 
Prediction: If need to conserve paper be- 
comes more urgent, many advertisers will 


use their envelopes for additional selling 
messages. Get some Artographic samples. 





4. Plan rough layout 








5. Plan copy 


OR—Save time and trouble by handing all these problems to the 
D. H.AHREND CO.., creative direct mail specialists. 


Call WOrth 2-5892 TODAY 


HOW TO PLAN A DIRECT MAIL CAMPAIGN 


6. Plan production 
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A LARGER STOCK 
of 


CHAMPION PAPER 





Five leading paper merchants of New York City now pool all 
their Champion paper stocks under one roof, for better service 
to their customers. This means that bigger quantities and more 
varied grades of Champion paper will be available. Salesmen 
from our several houses will continue to call on you, and you 
will find them better able to provide the particular Champion 
grade you want, when you want it. With quality that is superior, 
with merchant organizations that know their business and under- 
stand yours, and with stocks more readily available—there is ev- 
ery reason why you should choose Champion paper for every job! 








HENRY LINDENMEYR & SONS yuaes A. W. POHLMAN PAPER CO. 
ROYAL PAPER CORPORATION VERNON BROS. & CO. 
THE WHITAKER PAPER CO. 


























MEISSNER MFG. CO. 





INTER-OFFICE 


SUBJECT SALES BULLETIN #54 DATE DEC. 12, 1941 
@ vr ALL REPRESENTATIVES | FROM B. MILLER 





———e_ 


WAR TIME GRAMMAR 





Lesson No. 1 - - "Past Participles" 


(A) They can't do that to us «= = They did} 
(B) It can't happen here -~- It did] 
(C) We will never unite ~e. We didt 
Lesson No. 2 - - "Conjugation" 
(A). Will we win? - - We willl 
(B) Will they lose? - = They will! 
| (C) Will Hirohito be sorry? - = He will! 
| (D) Will America be happy? - = She willl 
| (E) Will the world gain? - = It willl 
Lesson No. 3 - - "Synonyms" 
| : Phrase Equivalent 
) & (A) Deutschland uber alles! Nut st. 
s - (B) Italia forever} . Nuts! 
(C) The Rising Sun shall mR | 


never seth tel 


Leeson No. 4 = - "Progressive Slogans" 


We did! 





-{A) Remember the Alamo} = 
{B) Remember the Maine$ . = - - We didl 
—(c) Remember Pearl Harbor}! =- = We willl 
Lesson Bos 5 date "Miacétatements” : ‘e 2 
a Hitler wanted peace - - fetal | ong tt (x U 


4B). Hirohito wanted peace ~ - He'll get it tino: ao 
pe Mussolini wanted peace - He'11 get ae ee), 


-— Purther war time lectures will be delivered to the 
pica Axis by Professor U. Sam. 


Prof. B. Miller,.3 
Meissner '41 
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QUESTIONS FOR RETAILERS 


Here is a good check list for re- 
tailers. Some of the questions would 
fit other lines of business. But retaii- 
ers, particularly, during the struggle 
for business ahead—MUST do some- 
thing about holding customers. Direct 
Mail can help. This very valuable 
check list was supplied to The Re- 
porter by Hervey Keller, Customer 
Relations Service, 309 East 50th St.. 
New York City. 


1. How Many Customers 
ee ID. Scccencecacecies ? 
Both active and inactive. 
2. How Many Customers 
oo FR |) ? 
Based on Conservative Estimate of 
TOTAL Potential Buyers of Our 
Products or Service in Our Trade 
area. 


8. How Many New Customers Did We 
Gain During the Past 12 Months? 


4. How Many Old Customers Did We 
Lose During the Past 12 Months? 


5. How Many INACTIVE Accounts Did 
We Reopen During the Past 12 Months? 


6. How Much Is Each ACTIVE Customer 
Worth to Us? 
Divide Total Volume Sold to AC- 
TIVE Customers During Past 12 
Months by Number of ACTIVE 
CUSTOMERS. 


7. How Much Did INACTIVE Customers 
‘Cost us in Lost Volume During Past 
12 Months? 

Multiply Number of INACTIVE 
Customers by AVERAGE Annual 
Purchases Per ACTIVE Customer 
During the Past 12 Months. 


8. Do We Find Out As Much As We 
Should About EACH of Our Customer's 
Pei TRIN on cccscecpccescoscces ? 

How Often They Buy? What They 
Buy? Where They Buy? How 
Much More They Could Buy? 
WHEN and WHY They Quit? 


9. What Percentage of Our Store Volume 
Is Charge? 
10. Do We Have a Cash List? 


11. Where Do We Cet Most of the Names 
in Our Cash List? 

12. Do These Channels Give Our Store a 
Balanced Cash List? 

13. Do Our High Unit Sale or Key De- 
partments Keep a Card Record of Cus- 
tomer Purchases. 

14. What Percentage of Our Customers 
Are Classed as High Grade Accounts? 

15. How Many of These Have Been Inac- 
tive During Past Twelve Months? Dur- 
ing Past Six Months? 

16. Who IN OUR BUSINESS Is Notified 
When ANY Customer Fails to Buy 
From Us After a Given Period? 

17. Do We Have a Definite and Successful 
Direct Mail Plan for Re-winning and 


Re-selling INACTIVE Customers? 


Reporter’s Note: Such questions 
and appropriate action on the an- 
swers would help many retailers, dur- 
ing War Times. Keep a close contact 
with your customers. They are more 
important than unknown prospects. 


THE REPORTER would like to receive and 
print examples of retail customer con- 
tacts. We can’t seem to t them from the 
stores themselves, so ps some of you 
readers will send s ms you receive 
from your stores. you? 


A Retail Scoop 


Here for these last couple of years 
The Reporter has been trying to get 
a good report on the use of Direct 
Mail in department stores. We doff 
our hat to and admit we’re scooped 
by that ace reporter Charlie Morris 
who is the editor of Linde Lines. . . 
famous house magazine of the J. E. 
Linde Paper Company, 111-8th Ave- 
nue, New York City. 


Charlie managed to get Mr. James 
Hanafee, impresario of all Macy di- 
rect promotion to tell the whole story 
about the enormous campaign which 
now takes 15% of the annual Macy 
budget which runs into the millions. 

We won't attempt to digest the 
story here. Write a good letter .. . 
and maybe you can induce Charlie 
Morris to furnish you a reprint. 

& : 

Speaking of department store ad- 
vertising, we just received a “dum- 
my bill” mailing by The Hecht Co., 
Washington, D. C., for its Friday, 
October 3lst Red Letter Day Sale. 
Statement was mailed to all inactive 
accounts who did not owe the store 
any balance. No amount filled in. Re- 
produced on the statement was a cal- 
endar memo pad giving date of sale, 
and a booklet enclosed reproduced on 
its cover a similar calendar memo 
pad. The booklet offered all charge 
account customers a special courtesy 
day ahead of the advertised sale. 
Good promotion. 













A j 
A fIELC4 4 44 


TENSION TIE ? 


ENVELOPES > Spee 


14 





7 Le 
WON'T PULL OUT! 
halk he at mg? Loa Tie 


envelope never gaps or 
in any size or 





loose. Made 


shape. Samples on request. 
TENSION ENVELOPE CORPORATION 


345 HUDSON ST. NEW YORK CITY Telephone CANAL 6-1670 
Menvtecturing plants at NEW YORK, KANSAS CITY, ST. LOUIS, DES MOINES end MINNEAPOLIS 
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Two Interesting Letters About 


Emergency 


One comes from Charles R. Strotz, 
advertising manager, Southern States 
Iron Roofing Company, Savannah, 
Georgia: 


The defense program has left us—just 
as it has many other firms—a good deal of 
explaining to do to our customers. We 
had to explain why prices are going up, 
why we have eliminated certain lower 
price items from our line, why we are 
limiting the size of orders, why we have 
taken on a new line of asphalt roofing 
after panning asphalt roofing for years in 
our advertising, and a dozen other “whys” 
that any company which uses metal as a 
base product is having to answer for its 
customers today. 


In order to take some of the sting out 
of these changes we have printed let- 
terheads like the attached “Defense Emer- 
gency Bulletin.” These are getting excel- 
lent attention because of their news angle 
and also get over the idea that we don’t 
want to make these changes but are forced 
to because of the national emergency. 


Always before all our letters (ours is al- 
most entirely a mail order business) have 
been written with the one, single-minded 
purpose of getting an immediate order. 
Now, for the first time, we have instituted 
a series of good will letters to our car- 
penter-contractor sales agents and also to 
our retail agent-dealers. 


We think that for those people who know 
how to use the mail properly this present 
emergency is not necessarily just a trial. 
It may also be a golden opportunity to 
build good will and build up new custom- 
ers. We feel that even if you turn down 
an order, if you do it in the right manner, 
you can build good will with your letter. 


We hope that you will be able to publish 
examples of how other companies are using 
the mail to explain things to their cus- 
tomers and to build good will at this time. 


The other comes from H. B. King, 
Jr., E. J. Spangler Company, 1237 
North Howard Street, Philadelphia: 

I just read The Reporter article “Direct 
Mail’s Job.” 


Direct Mail has a bigger job to do to- 
day, and how are we to co-operate in see- 
ing that it is done? 


The envelope is an extremely essential 


THE REPORTER 


Advertising 


part of the Direct Mail Advertising piece. 
Yet for four months we have been on 
allotment on paper supply and now we 
can neither obtain metal clasps nor 
machinery parts. 

We want to co-operate with all concerns 
who are forced to remove themselves from 
the consumer field today, due to complete 
or partial buying or selling for Defense, 
but we cannot even satisfy our own cus- 
tomers usual demand without considering 
the unusual and additional. Do you know 
what is to be the answer? 





Reporter’s Note: Lots of people are 
thinking along these lines. The 
Reporter would like to print a se- 
lection of the best emergency letters. 
(The Southern States letter is a cork- 
er but we will hold until we get 
others.) Please send us your ideas 
and your copy along these lines. 


For the Duration 


The Reporter still receives occa- 
sional letters from our Direct Mail 
friends in Australia, New Zealand 
and the British Isles. All correspon- 
dence from the continent of Europe 
has ceased. Most of the letters carry 
a P. S. or some admonition “not for 
publication.” George FitzPatrick, 
Lawrence-Hathaway, H. F. Marshall, 
L. V. Bartlett, James Critchlow and 
others can no longer send their mon- 
ey orders or drafts for subscription 
to The Reporter. To all of them, we 
have written, “You will be on The 
Reporter mailing list for the dura- 
tion” . . . which might mean as long 
as the war lasts, or as long as the 
boats can get through, or as long as 
The Reporter can hold on. We won- 
der if other Editors get messages 


like ours from the far places. 


Reading these letters makes us 
more certain that good-will will not 
perish from the earth. 








for further details. 


342 Capitol Avenue 
HARTFORD, CONN. 





National Advertiser 
Increases Returns 13.78% 


With Artographic! 


ARTOGRAPHIC is the new process for illustrating 
your product or service on the back of an envelope. 


The publishers of a national magazine sent a test 
mailing to a national list of doctors to determine the 
pulling power of Artographed envelopes as compared 
with ordinary envelopes. Cash returns from offers 
mailed in Artographed envelopes were 13.78% greater 
than from those mailed in ordinary envelopes. Write 


CURTIS 1000 INC. 


1000 University Avenue 
ST. PAUL, MINN. 





2630 Payne Avenue 
CLEVELAND, O. 
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HERE IS A GOOD IDEA 


He is one of the cleverest Direct 
Mail Sales Promotion men I know. I 
can’t give his name at this time for 
several reasons. It was necessary for 
him to move his family to another 
part of the country and during the 
past month he has been contacting 
firms who might profitably use his 
service and ability. 


In a letter to this reporter he gives 
an interesting summary of his recent 
contacts. One portion contains a 
thought worth publicizing. Here it is: 


Sometime I hope to have the chance to 
speak to a group of business men on what 
smug, self-satisfied and inconsiderate peo- 
ple they are for giving so little considera- 
tion to people looking for jobs and for 
their lack of patience and consideration for 
salesmen. If they moved a little further from 
the trees they would find much progressive 
thinking; and that many opportunities were 
close by if they’d only allow themselves to 
recognize them. 


I don’t pretend to know any cure-alls. | 
could once have used some of this medi- 
cine, but I did always have time to talk to 
intelligent salesmen and visitors because I 
found much news, much information and 
many good ideas were stimulated by them. 
In addition there was a tremendous good 
will value. 


Of course, the business men must use 
judgment or they'd use all their time this 
way. But often from such a person they 
can get or stimulate within their own mind 
the answer to many of their problems. 


This my friend, is a good and worthy 
cause for an editor. If you can convince 
people it is much better to assume an at- 
titude of “why?” rather than “no,” you 


will have made every advertisers, every 
manufacturers and every sales executives 
job easier. And you will also help a few 
fellows like me who have something to of- 
fer toward solving many company’s sales 
problems. Just where is the company in 
which personnel is not the greatest single 
factor in its success? 





Reporter’s Note: That report could 
be dressed up into a fine editorial 
. .. but we give it just as originally 
written. We hope it makes some of 
you readers blush with shame. The 
writer of that letter is right. Business 
men, and particularly advertising 
men, should be considerate. They are 
constantly on the lookout for new 
ideas. Men seeking to sell their ser- 
vices are inspired and stimulated by 
an emergency concentration of ideas. 
Why give them the cold shoulder? 
Why not talk to them even though 
your “generous gesture” is nothing 
more than a selfish interest in expos- 
ing yourself to new ideas? 


& 
A State Campaign 


That’s an interesting press release 
from the State of Pennsylvania. 


The Keystone State is inaugurating 
a nationwide promotion campaign to 
attract new and expanded industry. 
Magazine space will be used gener- 
ously . . . but we're glad to see that 
a large slice of the budget is going 
for consistent mail campaign to top 
industrial executives in the U. S. A. 


Dramatic Advertising 


That is a dramatic Mail stunt be- 
ing worked for the agents of the 
Travelers Accident Insurance Com- 
pany. Agents are supplied with a 
large poster measuring 21-34” x 
16-34”. It is printed on fairly thin 
stock so that it can be folded and 
placed in a plain 6-34” envelope. 
There is a cartoon figure at the bot- 
tom left corner saying “Suppose this 
were a REAL Bill!” The balance of 
the sheet is a reproduction of a bill 
from “The City Hospital.” The per- 
sonal name is filled-in in handwriting 
by the agent. Listed on the bill are 
such items as: ambulance fee, ser- 
vices of the doctor, room and board, 
operating room, special nurse, drugs, 
surgical dressing, graduate nurse’s 
board, laboratory examination, x-ray 
plates, etc. The amounts were filled 
in by handscript and totaled $942.50. 
There’s a slogan at the bottom 
“wouldn’t you be glad to have a 
TRAVELERS ACCIDENT POLICY 
to pay the bill?” Up in the left top- 
corner the agent who mailed the piece 
to his individual prospect writes a 
small pen message announcing an 
early call. It is a dramatic piece. It 
should startle anyone into wanting 
to see an agent of the Travelers Ac- 
cident Insurance Company. Maybe 
this piece explains why some adver- 
tising is so ineffective. Maybe too 
many people are too anxious to be 
too nice in their adevrtising. Maybe 
what we need is dramatic punch pre- 
sented in a nearly brutal way. 





KM YEER NK XS 


PHOTO-ENGRAVERS SINCE 


46 Vi 


16 


MED 
Th \ e N \ JRE 3-044 


e 


187 


ALLIO 





THE REPORTER 














The Great American 
Emergency 

... is the title of an excellent 744 
x 1014 inches, 28 page booklet issued 
by the Surface Combustion Corpora- 
tion, Toledo, Ohio. It is typographi- 
cally and artistically perfect . . . but 
more important than that is that this 
booklet is a shiny example of the new 
trend toward using Direct Mail for 
future goodwill promotion. The Sur- 
face Combustion Corporation tells 
about the heat treating problems in 
defense. On the last page it talks 
about the future. We believe the 
copy is well worth reproducing. 

“Some day the war will be over, Then, 
once again American industry will be able 
to direct its efforts toward the produc- 
tion of those friendly peace-time items men- 
tioned in the introductory pages of this 
booklet—automobiles, refrigerators, radio, 
washing machines, and the like. Those 
thousand and one items of American life 


which were curtailed in the name of De- 
fense. 


All the pent-up desires of the world’s 
richest, fastest buying nation will be re- 
leased. The satisfying of this accumulated 
demand can very easily create the maxi- 
mum of activity for our production lines. 
Manufacturers who have suitable produc- 
tion machines will be in an enviable posi- 
tion to supply this demand. In this con- 
nection it is interesting to note that the 
majority of the heat treating furnaces be- 
ing used for Defense can readily be 
changed over to peace-time production with 
few, if any, changes. 


In war or in peace, Surface Combustion 
will continue to play the part it has now 
played for 35 years, doing its utmost in 
research, in development, and in manvu- 
facturing of heat treating equipment. Dur- 
ing the “Great Emergency” we shall con- 
tinue to do our utmost to speed delivery 
of our equipment without deviating from 
standards of quality. That policy will con- 
tinue to be our guiding principle whether 
we are building more furnaces for war 
work or furnaces to assist manufacturers 
of those peace-time items to meet the com- 
ing peace-day challenge of “making more 
goods, at lower cost, for more people.” 


The Fine Tooth Comb 


Your orchid for Lukens Steel Company 
(p. 21, col. 1, August, 1941 issue) is de- 
served, but 


Why not also tap ‘em for starting a 
sentence (par. 1 at that) with the in- 
excusable “due to” instead of “because of”? 


It’s about time for this atrocity to be 
scrapped. The sloppy English used in 
Direct Mail and advertising copy calls 
for as much criticism as the sloppy meth- 
ods employed. 


“Due to” is properly employed only as 
a sequitur—you tell the sad story first, 
and explain then that it is “due to” so- 
and-so. 


This Lukens slip is the more inexcus- 
able because of the thrice-used, barely 
correct spelling: “defenCe”—instead of the 
100 per cent preference for “defenSe”. 


W. Sheridan Kane 
Fin. World Research Bureau 
21 West Street, New York City 


Note: Don’t you get started pick- 
ing on my copy. H. H. 











D. M. Rapport 


President 
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MERCURY PRODUCTS 


Federal at 26th 
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More About the List 


Controversy 


Here is another letter from George 
Dugdale of Delane Brown, Towson, 
Maryland. This time he writes to 
Dave Beard of McGraw-Hill, 
York City. 


New 


Dear Dave: 

| have just read in The Reporter your 
letter commenting on my article that ap- 
peared in the June issue. (About rating 
mailing lists.) 

I think you and a great many other peo- 
ple misunderstood two features that I was 
trying to bring out. First, you say, “Cer- 
tainly, the buyer has every right to ask and 
expect honest answers to pertinent ques- 
tions.” I tried to bring out in my article 
that intelligent answers are just as impor- 
tant as honest answers to these questions. 


Next, you say, “I do not think the list 
can very well be rated, however, as to its 
productiveness.” There was nothing in my 
article that indicated that I wanted lists 
rated for this feature at all. I very clearly, 
I thought, pointed out that I wanted lists 
rated on the basis of how the names were 
obtained, how they are maintained and 
what sort of information about them the 
owner is willing to divulge. 


If you will read a description of my 
classes “A”, “B”, “C”, and “D” on page 
7 of the June Reporter, you will see that 
these classes deal entirely with that type 
of information, and have nothing to do 
with productiveness. 


When the ABC makes a report on a mag- 
azine or newspaper, it merely undertakes 
to analyze the quantity, the quality and 
the sources of the circulation. It does not 
undertake to tell me how many orders I 
will get back from a quarter-page adver- 
tisement in that publication. In the same 


way I claim that mailing lists should be 
rated as to the quantity, quality and sources 
of the names that are offered, and let the 
prospective user decide from that infor- 
mation whether he wants to test a list, let 
him decide from the test whether he wants 
to run the list. 


You state in your letter, “There is cer- 


tainly basic information that could be com- 
piled in a central bureau.” I raise the point 
that this information could not and can 
not be compiled until the list owners first 
learn something about their own lists, and, 
second, are willing to release the informa- 
tion to the list bureau or a possible user. 


The whole jist of my article can be 


summed up in a few words: “List users 


are willing to spend money for the rental 
of lists about which they know nothing, 
and until they change that attitude they 
will continue to lose money in their roy- 
alty expenditures.” 


Long Letters 


The Reporter has talked about Joe 
F. Price, 901 The Sun Tower, Van- 
couver, British Columbia, Canada, 
before this. Joe likes long letters. 
And he mails out most interestingly 
written long letters. Several months 
ago we asked him to give us a report 
on a long four-page letter mailed by 
a golf club manufacturer in Van- 
couver to department stores in the 
United States. The sad story there 
was that the test letters pulled fine 
but, by the time the test was over, 
war priorities had cut off the supply 
of steel shafts and the balance of the 
letters were never mailed. 


But here’s a report on another long 


three page letter recently mailed by 
the manufacturer of hardwood floor- 
ing to a cold list of retail lumber 
yards, contractors and architects. 
2,016 letters were mailed. Results: 
435 post card replies and twelve per- 
sonal letters. Total 447 replies from 
2,016 mailing . . . almost 23%. 
Who says a long letter won't be 
read? But, there were few, if any, 
useless words in the long letter. And 
who says Direct Mail won't work in 
Wartime? Canada has been at war 
. and Direct Mail is working there. 


es 
A Screwy Catalogue 
. that’s what Bill Crooks of Poul- 


try Service, Kenton, Ohio, calls his 
Crooks sells 


equipment for poultry growers. On 


new catalogue. Mr. 


his front cover he has a cartoon of a 
and he admits 
that he is taking a subtle crack at 
the “perfessers” at some of the agri- 
cultural colleges “whose advice is 
about as practical as some of the ad- 
vertising ‘helps’ we have had.” 


college professor .. . 


The front page under the professor 
carries four humorous and “screwy” 
rules for testing poultry. The 12 page, 
6 x 9 catalogue is written in a con- 
versational and sometimes humorous 
vein. It is different. Bill Crooks re- 
ports that even though he agrees that 
it is “screwy” . . . the darn thing is 
getting orders. Well . . . appropriate 
humor has a definitely proven pull. 
So, why not use it? 











SACRIFICING VALUABLE EQUIPMENT! 


Due to revision of our mailing setup, we 


sale, so rush your order for all or part of 




















eum § are liquidating some of our equipment at 


deep-cut prices. This is subject to prior 


each item. All prices f.o.b. Elkhart, In- 
diana, crated for shipment. 















REMINGTON RAND MULTIGRAPH CABINETS FOR 
4 x 6 CARD FILES ADDRESSING PLATES MULTIGRAPH 
2 Units, each consisting of sixteen 60,000 of them. Buy all 5 50 ADDRESSING PLATES 
drawers with wood cabi- g or part at this super- ‘ - me 
net-base and metal top fF er 24 thirty -drawer ca y = 
as shown at left. Cost Per Thousand era ~~ averaged $50 each. 
$105 each. A steal at acrific a 
Hand Addressor, Plate 
1 Unit containing elght ¢ gg Ming S $ 
drawers. tee machines EACH 
metal os ets 58. ping macnines ....... 
i ge EACH Lever Compotype $2.50 


















VW ire-Phone-Write H. & A. Selmer, Inc., Elkhart, Indiana p.'¢‘sratret 
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*“*The Man Who Boils the Most 
SAP Gets the Most SYRUP” 


.. . that’s the title on a personalized, 
illustrated gadget letter mailed by 
Sam Robinson of Behel and Waldie, 
Daily News Building, Chicago, II- 
linois. The gadget is a small kettle, 
attached to the letterhead over a draw- 
ing of a man pouring from a drip 
pail into the great kettle. Here’s part 
of the well-written and interesting 
letter. 


One day in April we visited a sugar 
bush. At the camp, folks were hard at 
work boiling down the sap to make syrup. 
For many years I’ve been pouring maple 
syrup on my pancakes and waffles without 
realizing the work involved in preparing 
that syrup for my breakfast table. Now I 
know! 


From forty to sixty gallons of sap must 
drip into the pails and be boiled down to 
make one gallon of syrup! The buckets 
must be distributed to the trees and col- 
lected again when full of sap. Then, a roar- 
ing fire must be maintained under the sap, 
as it boils in the great kettle. 


The golden goodness that is maple syrup 
doesn’t come easy. It demands work and 
patience! Sales are created the same way. 
We've got to keep a fire under our market; 
we must turn on the heat of effort and keep 
it on to be successful. 


Many of our clients use Direct Mail con- 
sistently to do the job—to announce 
changes in prices—pave the way for sales- 
men—build up sales in selected markets— 
test new products and markets—reach 
“hard to see” buyers—get inquiries for 
salesmen—secure “good will” of dealers 
and contact prospects more quickly. 


Reporter's Note: That is good ad- 
vice. It should be shown to some of 
those panicky “Board of Directors” 
who want to cancel all advertising in 
the interest of War Economy. 


Housewife (complaining): “It’s so hard 
to find an honest maid. The last one I 
had left without notice and took with her 
six of my best towels—those lovely ones 
that we brought back from the Waldorf- 
Astoria last summer.” 

In Transit, 


Atlanta Envelope Company. 
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Add to Material on Changing 
Markets 


Here are a couple of items that you may 
be able to use in that part of your study 
referring to markets and lists. 

First, a quotation from J. H. VanDeven- 
ter, Editor, Iron Age: “For every 1,000 
new men going into industry there will be 
ten changes among factory managers, en- 
gineers, superintendents, foremen, purchas- 
ing agents, and all the rest—some moving 
up, others changing jobs and shifting to 
different plants. In other words, 50,000 new 
executives will be training 5,000,000 neu 
workers in new kinds of work.” 

And second, a couple of highspots from 
a recent study made by our company: 

All businesses, large and small, are roll- 
ing along before a gale—a gale artificially 
created! Our fortunes and futures are go- 
ing to be tremendously affected by these 
powerful influences. 

In 1935 the value of all goods marketed 
in the United States totalled $53,627,777,- 
000. Of this amount, 60.8%, almost $32,- 
000,000,000 worth of goods were consumed 
by industry and 39.2%, or about $21,000,- 
000,000 worth of goods were consumed by 
the general public. Today, better than 90% 
of the value of all manufactured goods are 
being consumed by the general public. 

David F. Beard, Sales Manager 
Direct Mail Division 
McGraw-Hill Publishing Co., Inc 
330 West 42nd St., N. Y. C. 


Reporter's Note: David Beard was 
very helpful in the preparation of the 
“strategy” chart (center spread of 
this issue). 


A recent postcard from a truthful vaca- 
tionist: “Having a wonderful time; wish 
I could afford it.” 

Indiana Telephone News, 
Indiana Bell Telephone Company. 





* 
Tze DIRECT MAIL 
PACKAGES faster 
BY MACHINE! 





Figure your savings—in lower costs and 
faster production—by using the modern 
Saxmayer Tyer! Model shown here is ideal 
for mailing departments. One operator at 
this Saxmayer machine can do the work 
of 3 or 4 expert hand tyers—more neatly 
and firmly, too. Ties stacks of envelopes 
in less than a second. Completely auto- 
matic—no levers to operate. Occupies lit- 
tle more space than a typewriter. The 
perfect answer for Sec. 562 P. L. & R. mail- 
ings. Write for more details or Free Trial. 
National Bundle Tyer Co., Blissfield, Mich. 
Agents in all cities. 


SAXMAYER 


Saves Half 
Your Twine and Tying Time 








LETTER GADGETS 


Will wake up those sleepy letters and 
keep them out of the waste basket. 
Your waste basket letters can't sell 
for you, and require just as much 
postage. Have you seen the new 
Strip-O-Gram, the Infra-See_ secret 
paragraph letter and the new Pop- 
Ups? If you haven't seen my new 
10-page catalog, write for it— 


A. MITCHELL 
326 N. Michigan Ave., Chicago, Ill. 











Reauly- 





WE 
Mc GRAW-HILL | 3 
DIRECT MAIL LIST SERVICE 








CHANGING LISTS AND 
CHANGING MARKETS... 


We are in the midst of one of the greatest shifts 

in buying power this country has ever experienced. 
Mailing list maintenance is now a 24-hour-a-day. 
7-days-a-week job. 
” McGraw-Hill mailing lists. covering most major 
$ industries, are still guaranteed 98%. Personal 
checking by a nation-wide field staff, plus hun- 
dreds of thousands of mail questionnaires, is assur- 
ance of continuing accuracy. 

These names are producing for mailers now. 
Investigate the possibilities of this economical 
service in selling your product. Write today. No 
obligation. 


McGraw-Hill Publishing Company 


330 West 42nd Street 





DIRECT MAIL DIVISION 


New York, N. Y. 
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Names come to Life when you rent 
lists of individuals with known 
mail-buying habits. 


We know the names list owners 
circularlize to get their customers. 
And we know why some lists pull 
better than other lists that appear 
to be much the same. 


Give us a word-picture of your 
“average” prospect. We'll let you 
know the lists where you'll find 
this man — and hundreds of 
others like him. 


D-R SPECIAL LIST BUREAU 


(Division ef Dickie-Raymend, Inc. ) 
Le Bread Street 





nn 








(ranplete 


TYPESETTING SERVICE 


... for Advertisers’ and Publish- 
ers' most exacting demands — 
Hand-type, Monotype, Linotype. 
... Tons of type of every descrip- 
tion for Eiectrotyping, Engraving. 
Reproduction proofs for Offset 
or Gravure Processes. Acomplete 
reprint division for quick service. 





KING 
TYPESETTING 
SERVICE 


In the McGraw-Hill Building 
330 WEST 42d ST., NEW YORK 











ALSO FOREIGN-LANGUAGE TYPESETTING 
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Good Anniversary Letter 


Northwest Envelope Manufactur- 
ing Company of Seattle; Washington 
recently issued a unique and effec- 
tive 20th Anniversary letter. Special 
letterhead showed around all four 
margins, pictures of 28 employees 
and the year each started with com- 
pany. At the right is an index which 
looks like a thermometer headed 
“You have purchased from us on 
the years checked.” At bottom is an 
oval reverse cut reading “Thank 


You.” Red check marks follow the 


year purchases were made. 


The well processed perfectly filled- 
in letter reads: 


Warren G. Harding was President and 
Calvin Coolidge was vice president of the 
United States: Louis F. Hart was governor 
of Washington, and Hugh M. Caldwell was 
mayor of Seattle, when, twenty years ago 
on August 17, 1921, we produced our first 
order of envelopes—for Perry Bros. of Se- 
attle. 

Since then, thanks to the fine patronage 
of Northwest business, we have produced 
more than 1,112 million envelopes of all 
sizes and varieties. At the same time 
our organization has grown from six peo- 
ple to the thirty-eight individuals who 
greet you from the border of this letter. 

On the chart at the right, we have 
checked the number of years in which you 
have purchased envelopes from us. For 
your patronage, all of us extend our sin- 
cerest thanks. , 

As you know, the twenty years from 
1921 to 1941 have been momentous ones. 
We are deeply grateful to our many friends 
who, when the world has been making his- 
tory, have kept us busy making envelopes. 
We hope their valued patronage will be de- 
served for many more years. 

George Milne, Gen. Mer. 


Reporter's Note: We can forgive 
a few too many “we’s” when a job is 
handled as sincerely and differently 
as this. 


Spectator: “I can’t understand anyone’s 
missing a putt as short as that.” 

Golfer: “Let me remind you that the 
hole is only four and a quarter inches 
across—and there is the whole world out- 
side it.” 

Indiana Telephone News, 
Indiana Bell Telephone Company. 


Testing Direct Mail Reactions 


Postmaster William H. Woodard 
of North Chicago, Illinois, is a con- 
sistent and inveterate user of Direct 
Mail promotion. His weekly (or of- 
ten) bulletins from the North Chi- 
cago Post Office are the best in the 
country. He picks up ideas from The 
Reporter, from Printer’s Ink, from 
Jack Carr, or from paper sampling 
portfolios and works them into breezy 
letter-type bulletins which he mails 
to the users of the Post Office service 
in his territory. 


On August 2l]st, we received an 
envelope with the North Chicago 
postmark. The envelope was _ not 
sealed. There was nothing in it. 


We wrote across the face of it the 
following message “Hi there, Post- 
master! This envelope reached me 
just like this with nothing in it. Not 
sealed!” and returned it to Bill 


Woodard. 


Several days later the explana- 
tion arrived. Bill had quite a large 
complimentary list of Direct Mail 
men, friendly postmasters, editors, 
etc., and he wanted to find out if 
they were reading his stuff. To all on 
this complimentary list he sent an 
unsealed empty envelope. Those who 
didn’t kick were taken off the list. 
About 75% responded and the mes- 
sages were just about the same as 
ours. Bill’s explanation is concluded 
with “sorry to fool you... but there’s 
an example of the effectiveness of 
Direct Mail advertising”. 


We'll have to turn this story over 
to Doug Gessford as a close match 
for his story about the sheriff who 
always won elections without speak- 
ing a word. 


“Gee, Pop, there’s a man at the circus 
who jumps on a horse’s back, slips under- 
neath, catches hold of its tail and finishes 
up wrong-side-up on the horse’s neck.” 

Dad—*“That’s nothing. I did all that the 
first time I was ever on a horse.” 

The Sentinel, 
Sentinel Printing Company. 
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Dramatic Simplicity 


Congratulations to the Owen Silent 
S pring Company, Incorporated of 
Bridgeport, Connecticut, for an intel- 
ligent piece of showmanship. It fol- 
lows the formulas recommended for 
“Strategy in War Time.” 


A. J. Griffin of the Owen Sales Pro- 
motion Department reports that this 
16 page plus stiff cover, 5 x 7 book- 
let has created quite a stir in the up- 
holstering trade. It should. The cov- 
er design resembles a brick wall and 
the title is a show poster “How to 
Choose UPHOLSTERED FURNI- 
TURE.” First inside spread is a stage 
entrance with another bill poster 
reading “Now Showing THE MAGIC 
CHAIR. We'd like to perform a feat 
of—well, magic you might call it. 
You see, we're going to make an up- 
holstered chair disappear bit by bit 
so that we can explain each part to 
you—to tell you just what to look 
for when you buy upholstered furni- 
ture. This is one ‘show’ that you can’t 
afford to miss... ” 


From there on the booklet is a se- 
ries of pictures on the right-hand 
pages with short breezy descriptions 
on the left. Each page of copy -winds 
up with a short sizzle entitled “Magic 
Words.” The sizzle summarizes the 
page. By successive pictures, the chair 
is torn apart. Best job of describing 
a product we've seen in a long, long 
time. You will need more “How to 
do” and “Show me” booklets during 
War time. 


Primer for Practical People 


That’s the title of a 6° x 9" booklet 
of 14 pages designed in old fashioned 
style of McGuffey’s Reader. It was 
produced by Dickie-Raymond, Inc., 
Boston, Massachusetts for the Air 
Express Division of Railway Express 
Agency, Inc. 


This nostalgic bit of fun at the 
friendly expense of McGuffey’s ex- 
ercise book—and for the profit of Air 
Express—isn’t an isolated piece of 
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promotion. It is the latest in a series 
of direct advertising pieces aimed at 
selected Air Express markets. It is 
being sent to department store buyers, 
advertising agencies, printers and 
lithographers, selected manufacturers 
and wholesalers and a list of impor- 
ters and exporters. 


Aside from the touch of whimsical 
reminiscence, there’s a real selling 
message in the “Primer for Practical 
People”—shining through as telling- 
ly as the nimble thoughts of Johnny 
Quick. Anyone interested can obtain 
copies by writing to Dickie-Raymond, 
80 Broad Street, Boston, or to K. N. 
Merritt, General Sales Manager, Air 
Express Division, Railway Express 
Agency, Inc., 230 Park Avenue, New 
York City. It is worth a place in your 
Idea File. 


Simplicity 

For many long months, The Re- 
porter has been urging simplicity in 
presentation, in format and in copy. 
A special Gold Palm should go to 
The Claridge Hotel of Atlantic City, 
for its recent booklet entitled “The 
Claridge Primer of Convention Fa- 
cilities.” The title is written in school- 
boy hand-printing in white on repro- 
duction of a schoolroom slate. It’s 
a 24 page booklet, 814 x 11. Copy is 
printed in 18 point type on right- 
hand pages. Sentences are short and 
wording is as simple as a first grade 
reader. In spite of that, it’s dignified, 
grown-up and absolutely clear. Left- 
hand pages give blueprints of floor 
plans and pictures of the intimate de- 
tails about a hotel which every con- 
vention executive wants to know. 
Printed on the flyleaf is this line 
“reading time 3 minutes” .. . and 
that is correct. 


Baby Chick people and all others 
who were interested in the report for 
the Baby Chick Convention should 
refer to the Claridge booklet as a 
perfect example of what we were talk- 
ing about in Formula 9 “Say it sim- 


ply.” 








LOOKING AT LISTS 


with "JIM" MOSELY 


TOTAL WAR WILL BRING STRIKING 
CHANGES in types of lists, which 
eventually, will be “best producers’ 
in selling specialties direct to con- 
sumer. 

Oo We Oo & Oe" 


The 25,000 major executives, for 
instance, with the 10,000 com- 
panies which have direct Govern- 
ment Contracts may never get 
rich but they will have the “feel” 
of 150 or more Billions flowing 
through their hands in this Ma- 
chine War. 








They are becoming increasingly 
powerful every minute because 


they control Victory. 


This MOSELY LIST is tuned up 
ready to "take off" for you! 


x* * * * * * 


That husky with the greasy hands 
and bulging pay envelope, be- 
comes Prospect # | for books, 
magazines, luxuries, many things 
he's always wanted but couldn't 
afford before. He belongs to the 
NEW GENERATION OF MAIL 
BUYERS being created by War. 


MOSELY will help you cover him! 
Please indicate your interest. 


* * * * *& * 


1942 brings dramatically changed 
Mail Sales Opportunities for YOU. 
Write us all about your thoughts and 
wishes about them to Dept. R-1-42.. 


MOSELY — LiST SERVICE 
40m 
Nail Order. a — 


230 CONGRESS STREET 
BOSTON 


"MOSELY HAS THE LISTS" 
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5] 7-50 NO MORE TIRESOME 
me HAND ADDRESSING 


LOWEST PRICE 
EVER PUT ON AN 
ADDRESSING 
MACHINE 





writer sten- 
ciled Piastikote Address Cards instead of 
pt costly metal address plates, Elliott 
has produced the ADDRESSERETTE, a 
$17.50 addressing machine. It is as fast = 
works on the same principle as addressi 
machines that until now have sold for 
Church .00 and up. br nen pop ne 
urches, Small Stores and Offices—any 
© wants to pave time and the labor 
and bother of writer address- 
ing— will find the ADDR SERETTE what 
they have long wished for. Write for lees 
a, 


ELLIOTT COMPANY 
127 Albene 
[Price Denver West, slightly higher] 












SALES CONTESTS - 


Pin this ad to your letter- 
head and get a copy of 
‘How to Run Better Sales 
Contests” by Zenn Kauf- 
man. 


The book is sent on ap- 
proval for a 10-day ex- 
amination. Pay $3.50 if 
you keep it. 








BUSINESS BOOK SERVICE 
25 West 45th St.. New York 

















Professional 
Mailing 
Lists 


Do you circularize Physicians, Dentists, 
Druggists, Osteopaths, etc? We have 
complete mailing liste covering these 
groups and allied Professions. Our lists 
are on stencile—the service of address- 
ing your envelopes can be bought for 
as little as $2.00 per thousand. 


® 100% Accuracy Guarantee 

® 72-Hour Service 

® Clean Address Imprints 
Fisher-Stevens Service, Inc. 
183 Varick St. New York, N. Y. 
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Look Looks Into Lists! 


I have just noticed George Dugdale’s ar- 
ticle regarding a rating bureau of mailing 
lists and have a comment to offer. 

George has an excellent thought in want- 
ing to get either itemized information on 
various lists or to relegate them into cer- 
tain groups according to the information 
they furnish. Quite a bit of the information 
which George would like to have is often 
available. 


We have a set list of questions which we 
write each list owner if we are not famil- 
iar with his lists. These include when the 
list was last Post Office cleaned, what had 
to happen to a name in order to be in- 
cluded in the list, how many general users 
cover the list per year, are the names buy- 
ers or inquirers, the kind of merchandise 
offered, and in what kind or how many 
groupings do they maintain the list. 


When a list user sends us this informa- 
tion, we set up our own rating schedule. It 
just seems that each mailer’s problem is 
so different from any other’s that the han- 
dling of list information quite often falls 
back on the user or the broker. George’s 
suggestion would be a splendid answer to 
a mailer’s prayer, but I am pretty sure not 
many prayers are being answered these 
days. 

Lester SUHLER 


Subscription Manager 
Look 


Des Moines, Iowa 


2 
Wasted Words 


A certain banking house in Peru 
is engaged in what appears to be a 
useless campaign. Manufacturing 
concerns in the United States are re- 
ceiving a two page (possibly auto- 
matically typed) letter from the man- 
ager of the bank. Enclosed are two 
pages of photostats, a booklet and a 
double folio balance sheet. 


The banker takes two pages of 
long-winded phrases to explain his 
indignation at the way United States 
manufacturers are not sending their 
collection drafts through to his bank 
as they did in the past. He claims 
that discrimination is being prac- 
ticed because the name of the bank 
includes the word “Italiano.” The 
photostat, balance sheet and booklet 
are intended to prove that there is 
no connection with Italy and that the 


bank is a purely Peruvian organiza- 
tion. 


Couldn’t the whole thing be solved 
a lot easier by changing the name 
of the bank and eliminating the word 
that causes the trouble? 


We've seen a lot of sales campaigns 
that could be greatly simplified by 
changing the letterhead or the book- 
let or the cover of the catalogue .. . 
thereby saving needless exp!anations. 


Direct Mail in London 


Here’s part of an interesting let- 
ter from London: 


I don’t get much time to read Direct 
Mail literature, but am always interested 
in The Reporter, partly because of its 
physical production, and partly because 
of its helpful contents. 


Over here Direct Mail is practically 
“dead,” not because it is a useless method 
of doing business, but largely because of 
the limitations on the use of paper. Paper 
is very scarce and expensive, and repro- 
ductive equipment cannot be bought. A 
tremendous number of “Multigraph” and 
similar machines have been destroyed, so 
you can see why Direct Mail is so badly 
hit at the present time. 


However, it ought to stage a come-back 
when the war is over, which some of us 


are hoping may not be as long as most 
folk believe. 


At the present time we are hitting Ger- 
many hard. As the evenings become long- 
er we shall hit harder still. It is fine to 
see the R. A. F. going and coming on 
their raiding expeditions; we know for a 
certainty they do their job well! 

No doubt we shall be hit again—per- 
haps badly—but we have no. fear of the 
result. American aid is greatly appreciated. 
Your airplanes are a magnificent help, and 
the food you are sending over is fine. 


If, one of these days, I become all Amer- 
icanised you will know I’ve been feeding 
on American eggs, consuming American 
dried milk, and chewing Wrigley’s Gum. 
If I should become a “regular guy” you 
will know the lease and lend bill has done 
a good job, and that Henry Hoke is com- 
pleting my business education through his 
magazine! 


C. M. C. Symes, The United Yeast 
Company, Ltd., 10-14 White Lion 
Street, London, N. 1, England. 
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Get This Book 
Dear Henry: 


Socrates introduced a special form of 
teaching which is still practiced. Do you 
know what it is? 


A puzzled bridegroom wonders: “What 
shall I take on my honeymoon?” If you're 
neither an Extrovert nor an Introvert, what 
are you? What words in English rhyme 
with month? Is your Personnel Manager 
a misogynist? What two words contain all 
the vowels in their proper sequence? What 
state has the greatest number of farms? 
Which President learned to read and 


write after his marriage? 


The answers to these and 342 other 
questions that advertising men and women 
should be prepared to answer will be 
found in Adlandia, An Advertising Quiz, 
prepared by Mark O’Dea for The Instruc- 
tor Magazine’s Fiftieth Anniversary. Your 
copy is enclosed. 


Have you a question to submit for a 
revised edition of Adlandia? If so, send 
it along and, at the same time, if you will 
jot down your scoring in the Tests, we 
will attempt to strike an average. 


George Rumage, Adv. Sales Mgr., 
The Instructor, 


Rockefeller Plaza, New York City 


Reporter’s Note: The Quiz is real- 
ly interesting. Try to get a copy. 


Following interesting letter was spotted 
in “The Directory Journal” official paper 
of the Asseciation of North American Di- 
rectory Publishers: 


CHARGEE TOO MUCH; 
ME NO PAYEE 


We quote verbatim a letter reccived by the 
San Francisco office of R. L. Polk & Co. from 
Chico, Calif, during November: 


R. L. Polk & Co., 
San Francisco. 


Dear Gentle Men: 


Enclosed find a check ($12.50) twelve dol- 
lars and fifty cents for the advertised Gan 
Hong Co. into Chico and Oroville cities of di- 
rectories books that which: is paid fulfill. 

Your representative Mr. Frazer asked for 
Gan Hong Co. advertising to the Chico and 
Oroville cities of directories books, he show 
the agreement a one half in yellow page a 
50 side in every eighth white pages and a 
direct. book at $12.50 no extra charge, now 
the statement sent out demand $25.25 al! 
though no matter what dismissed are you 
contretempts and contrast. We never made 
recognize fail. Event that paid we hardly in 
the borrow them such expensived and quiet 
these querimonious very misunderstanding, 


Yours 
Truly. 
Gan Hong Co. 


Reporter's Note: Sorry to admit that 
some sales letters we’ve seen have been 
nearly as un-understandable. 
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Syndicated Get-Together 


D. M. A. A. member Harry Tur- 
ner of Coal Service, Inc., 700 North 
Quincy, Topeka, Kansas, passes along 
the news that a lot of the fellows who 
handle syndicated printing promo- 
tion got together out in Chicago on 
October 6th and formed a little co- 
operative organization called “Syn- 
dicate Publishers Association.” Syn- 
dicators of house magazines, photos 
and various types of specialized pro- 
motion were present. We’ll be glad to 
know more about the Association, be- 
cause The Reporter is constantly get- 
ting requests for the names of those 
who handle certain types of syndi- 
cated material. More about it later. 


Still Humorous 


We’ve commented before on the 
humorous twist in the copy and illus- 
tration in booklets issued by the very 
dignified Postage Meter Company of 
Stamford, Connecticut. “How to Mail 
a Letter” is the latest effort. It’s a 16 
page, 914” x 12” profusely illustrated 
booklet with a sub-head reading “In 
5 Easy and Utterly Preposterous Les- 
sons.” Every Direct Mail user will 
appreciate humor in the cartoons 
which spoof the postage stamp. But 
there’s no spoofing on the last two 
pages where we discover the very se- 
rious presentation of the advantages 
of metered mail. 


Go ahead and try to get a copy. 
(Prediction: Metered Mail will grow 
rapidly during War period. Another 
chance to save paper, time, postage 
loss, etc.) 





CLASSIFIED ADS 


Rates, 50c a line—minimum space, 3 lines. 
Help and Situation Wanted Ads—25c per 


line—minimum space 4 lines. 








ADVERTISING AGENCIES 





Your agents, mail order advertisement in- 
serted all newspapers, magazines at pub- 
lishers’ rates. Martin Advertising Agency, 
171P Madison Avenue, New York. 


AUTHOR’S AGENT 


AUTHOR’S AGENT representing factual 
writer specialists in many fields will sub- 
mit manuscript selections on approval to 
house magazine editors. Special assign- 
ments also undertaken. Moderate cost cov- 
ered by increased reader interest, Ernest 
A. Dench, Ho-ho-kus, N. J. 











EQUIPMENT 


SAVE HALF on Mimeographs, Multi- 
graphs, typewriters. Write for list of 
other bargains. Pruitt, 69 Pruitt Bldg., 
Chicago. 


MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments—Sold. 
Bought, Traded-In and Repaired. Write us 
your requirements. Chicago Ink Ribbon 
Co., 19 S. Wells St., Chicago, Ill. 











LETTERHEADS 





If you want a 
BETTER LETTERHEAD 
contact Frederick Scheff, Author “Letter- 
head Design,” 68 Nassau St., N. Y. C. 





MAILING LISTS 


TIME-SAVING AID! Specialty and hard- 
to-get lists. Over 10,000 classifications sup- 
plied. Explain needs. Associated Services, 
741 Gott St., Ann Arbor, Michigan. 








MULTIGRAPHING SUPPLIES 





RIBBONS, INKS AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the Re-Manu- 
facturing of used ribbons. Chieago Ink 
Ribbon Co., 19 S. Wells St., Chicago, Il. 





WANTED TO BUY 





MAIL ORDER BUSINESS WANTED. 
LARGE OR SMALL VOLUME. GIVE 
FULL DETAILS IN FIRST LETTER. Box 
111, The Reporter, 17 East 42nd St., N.Y.C. 


SUPERIOR MANIFOLD 
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cle and Smooth Finish 








SUPPLIES FOR MULTILITH 





THE FUCHS & LANG MFG. COMPANY 


Established 1870 


n ‘Ci ee gan eee lnk Corporation 


100 Sixth Avenue, New York, N. Y. 
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